This study examines the strong preference among Japanese people for luxury brands and makes a comparative analysis of the psychological factors that influence the development of purchase intentions and how they differ between the food and car luxury brands. An empirical analysis was performed by using psychological factors that influence the preference for luxury brands, which Sugimoto [1] demonstrated in a study on Japanese people. The results suggested the following: 1) Differentiation from Others is an important factor in developing purchase intentions for both food and car luxury brands and is a particularly important factor for cars; 2) Conformity to Group Norms is not an important factor in developing purchase intentions for both food and car luxury brands in which consumers continue to feel a sense of rarity; 3) Avoiding Cognitive Dissonance is an important factor in developing purchase intentions for both food and car luxury brands; 4) Quality Evaluation is an important factor in developing purchase intentions for food luxury brands only.
Introduction
Fujiwara and Nagasawa [2] examined the growing success of GODIVA, the Belgian-born luxury chocolate brand, in Japan [3] , and suggested the possibility that the preference for luxury brands among Japanese people is not limited to fashion and leather products, which were the subjects of many of the previous studies on luxury brands. Then, a comparative empirical study was performed on FERRARI, which belongs to the brand category of cars (a category with very different characteristics from food) by using the concept of customer experience, which was proposed by Schmitt [4] . The results showed that luxury brand strategies can be applied to the category of food, just as they can be applied to cars.
For this study, which aims to expand on the results of Fujiwara and Nagasawa [2] , a comparative analysis will be performed on the differences among the psychological factors that constitute purchase intentions by using the psychological factors that influence the preference for luxury brands, which Sugimoto [1] presented. GODIVA and FERRARI, will be subject brands for this study once again. In addition to these two brands, TORAYA (a well-known Japanese luxury confectionary brand) and DOM PERIGNON from the category of food and ROLLS-ROYCE and PORSCHE from the category of cars have been chosen as subject brands to perform a comparative analyses within the same product categories.
Previous Studies

Studies on Luxury Consumer Behavior
There are many previous studies on luxury consumer behaviour shown in Table 1 . Ever since Rae [5] and Veblen [6] pointed to conspicuousness as a purchase motive for luxury brands, numerous studies on luxury consumer behavior have been carried out. Leibenstein [7] called the effect in which an increase in the number of consumers boosts consumption the Bandwagon Effect, the effect in which an increase in the number consumers causes consumption to decline the Snob Effect, and the effect in which consumer satisfaction increases as the price of the brand increases the Veblen Effect, naming it after Veblen. Vigneron and Johnson [8] pointed out that in addition to the social factors of Bandwagon, Snob, and Veblen, which Leibenstein [7] proposed, personal matters such as hedonism and perfectionism also exist. They define hedonists as consumers who develop purchase intentions by being drawn to the beauty of products, and perfectionists as consumers who develop purchase intentions by being drawn to elements such as the advanced technique used or whether the product was handmade. Furthermore, Vigneron and Johnson [8] called the perceived values which these five types of consumers possess, namely Veblen, Snob, Bandwagon, Hedonism, and Perfectionism, in sequential order, conspicuous, unique, social, emotional, and quality. They demonstrated that most of the perceived values presented in previous studies fall under these categories. The results of the studies carried out by Sugimoto [1] , Dubois et al. [9] , Kumagai [10] , and Miura [11] , combined with Vigneron and Johnson [8] 's categories, are shown in Table 1 .
Studies on Japanese Luxury Consumer Behavior
Miura [12] , whose study is included in Table 1 , compared Japanese people with American, French, and Chinese people, and the results showed that the distinct national character of Japanese people, who show a low level of normative consciousness and a strong preference for conforming to group norms, is a factor in their preference for luxury brands. Since it has become clear that national character has an effect on purchase intentions, in order to examine the psychological factors which influence the preference for luxury brands among Japanese people, it would be ideal to carry out the study with a focus on data gathered from Japanese subjects. Of the studies shown in Table 1 , the only empirical studies on Japanese people were: Miura [11] , Sugimoto [1] , and Kumagai [10] . Among these, Sugimoto [1] provides the most detailed evidence on psychological factors which influence preference for luxury brands among Japanese people. For the study, questionnaires with 33 items targeting Japanese people were conducted and a factor analysis was performed. The results demonstrated that the seven psychological factors, which are shown in Figure 1 , lead to the development of the preference for luxury brands among Japanese people [21] . For this study, questionnaires will be created by referring to Sugimoto [1] , and an empirical analysis will be performed.
Empirical Analysis
Quantitative Definition of Luxury
Although the term luxury has been defined by many researchers in the past, there is no single definition. Therefore, coming up with a quantitative definition for the term is difficult, as many of the definitions are based on subjective views [22] . In light of this, Kapfere [23] presents a democratic approach to defining the term: asking potential customers what the word luxury means to them. To follow this approach, the participants of the questionnaires for this study will be asked about potential luxury brands and will be asked the question "Do you Optimization of the Information Gathering Process think X is a luxury brand?" Each question is to be answered on a scale of 1 (I strongly disagree) to 7 (I strongly agree). Furthermore, similar questions will be asked about mass brands that hold the highest market share in Japan within the same product category 1 [24] - [26] . The differences in the average scores for the answers will be compared by using a t-test. If potential luxury brands show a statistically significant higher mean value compared with mass brands, those brands would represent the definition of luxury for this study.
The results of the comparisons are shown in Table 2 . All potential luxury brands which were examined in this study showed a statistically significant mean value compared with mass brands (t(499) = 39.597, p < 0.0001). Therefore, all six brands will be considered luxury brands when examining them for this study.
Assumptions about the Subject Luxury Food Brands
According to GODIVA, roughly 75% of their products were purchased as gifts [27] . It is believed that this is often the case not only for GODIVA, but for luxury foods as a whole because of the characteristics of the product category (e.g. affordability). To explore this, the 500 participants of the questionnaires presented later in this paper (see Table 5 ) were asked the total amount of money they have spent on each brand over the past ten years according to the purpose of their purchases.
The results are shown in Figure 2 , and the percentage of gift purchases were high for all three subject brands: GODIVA (86.6%), TORAYA (90.5%), and DOM PERIGNON (73.9%). Based on these results, the decision was made to conduct all research and observations on luxury foods for this study under the assumption that they are gift purchases.
Methods
The results of Sugimoto [1] [22]'s study presented seven factors (see Total amount breakdown of purchases by purpose for 3 luxury food brands of this study (n = 500). Cognitive Dissonance is also a factor that influences the development of Conformity to Group Norms. As a result, there appears to be an inconsistency with respect to the definitions of the terms. To resolve this inconsistency, Avoiding Cognitive Dissonance and Quality Evaluation are treated as separate items in this study, and the analyses will be performed under the assumption that factors influencing the development of Conformity to Group Norms consist of only Popularity and Avoiding Deviation from the Norm. In other words, this study examines how the four psychological factors, namely Differentiation from Others (which consists of Self-expression, Sense of Superiority, and Anticonformity), Conformity to Group Norms (which consists of Popularity and Avoiding Deviation from the Norm), Avoiding Cognitive Dissonance, and Quality Evaluation influence purchase intentions for luxury brands.
The questionnaires for this study (see Table 3 ) were created based on the questionnaire form used by Sugimoto [1] . "X" in Table 3 is to be replaced with the name of the subject brand being examined, and the questions are to be answered on a scale of 1 (I strongly disagree) to 7 (I strongly agree). The scores for the answers for each psychological factor will be added up and assigned synthetic variables. These will be the explanatory variables. In addition, questions will be asked on the purchase intentions (hereinafter referred to as PI) of each subject brand on a scale of 1 to 7. These will be the explained variables. Next, a multiple regression analysis will be performed, which will reveal the psychological factors that influence purchase intentions. Sense of Superiority QFOOD-2 I can enhance my worth by giving someone X as a gift. Anticonformity QFOOD-3 X isn't something that just anyone can buy as a gift.
Conformity to Group Norms
Popularity QFOOD-4 X is something that many people are dying to have.
QFOOD-5 X is a popular brand right now.
Avoiding Deviation from the Norm QFOOD-6 If I give someone a(n) X as a gift, few people will think I am a nonconformist.
Avoiding Cognitive Dissonance QFOOD-7 X is well known so I have very few worries after I make the purchase as a gift.
QFOOD-8 I'd rather buy a(n) X as a gift than buy something cheap and let the person down.
QFOOD-9 If I buy a(n) X as a gift, I probably won't regret it.
Quality Evaluation QFOOD-10 X has a quality that is worth the price.
QFOOD-11 X is much more than being well known. It's a quality brand.
QFOOD-12 X has its own distinct characteristics.
Car
Differentiation from Others
Self-expression QCAR-1 I can express my self-image or emotions by driving a(n) X.
Sense of Superiority QCAR-2 I can enhance my worth by driving a(n) X. Anticonformity QCAR-3 X isn't something that just anyone can buy.
Conformity to Group Norms
Popularity QCAR-4 X is something that many people are dying to have.
QCAR-5 X is a popular brand right now. Avoiding Deviation from the Norm QCAR-6 If I drive a(n) X, few people will think I am a nonconformist.
Avoiding Cognitive Dissonance QCAR-7 X is well known so I have very few worries after I make the purchase.
QCAR-8 I'd rather buy X than buy a cheap car and feeling disappointed.
QCAR-9 If I buy a(n) X, I probably won't regret it.
Quality Evaluation QCAR-10 X offers a high performance that is worth the price.
QCAR-11 X is much more than being well known. It offers great performance.
QCAR-12 X has its own distinct capabilities.
Note: Created by writers of this paper by referring to Sugimoto [1] .
Constructing a Hypothesis and the Multiple Regression Model Equation
The sum of the scores for the questionnaire answers on the four psychological factors presented by Sugimoto [1] [21], namely Differentiation from Others, Conformity to Group Norms, Avoiding Cognitive Dissonance, and Quality Evaluation, will be assigned synthetic variables: X DO , X CG , X CD , and X QE in order. These will be the explanatory variables. Next, β DO , β CG , β CD , and β QE in order will be assigned as standard partial regression coefficients for the explanatory variables. Assuming that β 0 is the constant term, the following multiple regression model Equation (1) will result. Hypothesis will be constructed under the assumption that if a standard partial regression coefficient shows a significant positive correlation, it will mean that each psychological factor has a direct positive effect on purchase intention for the subject brands.
Hypotheses on Differentiation from Others
When purchasing gifts, which is the assumed setting in the questionnaires on luxury food brands used in this study, the perception of others (the people who will receive the gift(s)) will influence purchase intentions. The perception of others (how they will be perceived by people passing by when they drive the car) will also influence purchase intentions for cars. In this way, perception of others, a social factor that influences purchase intentions for luxury brands, is a factor that has a correlation with conspicuousness (the need for differentiation), which Rae [5] and Veblen [6] presented. Fukuda [28] explains that social needs such as the need for differentiation and conformity to group norms develop as part of the functions of the limbic system and cerebral cortex and therefore are mechanisms that are necessary in beating their competition within groups. Therefore, since such needs are part of the basic functions of the human body, it is believed that the effect of differentiation on the preference for luxury brands is not something that is weeded out along with the passage of time and is a factor that can be applied today, much like what Rae [5] and Veblen [6] pointed out over a century ago. Thus, the following hypotheses (Hypotheses 1 and 2) should hold true. Hypothesis 1. Differentiation from Others will have a direct positive effect on purchase intention for subject luxury brands in the category of food.
Hypothesis 2. Differentiation from Others will have a direct positive effect on purchase intention for subject luxury brands in the category of cars.
Hypotheses on Conformity to Group Norms
Conformity to Group Norms refers to behavior in which consumers, when deciding on what products to buy, choose brands that are popular among their friends and acquaintances. The group that influences the consumer's value judgment and decision making is called a reference group 2 [29] . Reference groups may include not only membership groups (e.g. family, school, company they work for), but also non-membership groups (groups they want to become a member of) as well [29] . Kotler et al. [30] points to the following three reference group factors as having a significant effect on people: (1) The reference group inspires a new lifestyle for the individual. (2) The reference group has an influence on the individual's attitude or self-concept. (3) The reference group pressures the individual into choosing the same products as everyone else when choosing a product or brand.
First, how the aforementioned three reference group factors presented by Kotler et al. [30] influence purchase intentions for each subject brand in the food category will be examined. It was determined that the effect of reference group factors (1) and (2) on the food category would be minimal. This is because it was determined that the two factors show up in high-involvement products. It is believed that reference group factor 3 will especially influence purchase intentions for the food category. Choosing standard brands to conform to everyone else when purchasing gifts would be an example of this. It was inferred that, among the subject brands, GODIVA and TORAYA are considered as standard brands for gift purchases and that DOM PERIGNON does not fall under this category. Thus, Hypothesis 3 should hold true.
Next, the three subject brands in the category of cars will be examined. For cars, there is a possibility that reference group factors (1), (2) and (3) all influence purchase intentions. However, it is hard to imagine that the three subject brands in the category of cars are actively engaged promotional activities in Japan that would make consumers conscious of reference groups. In addition, given the extremely limited number of luxury car owners, it is expected that opportunities for being influenced by reference groups (e.g. people who are driving the same cars) will also be limited. Furthermore, generally speaking, luxury car brands have earned tremendous customer loyalty from a limited number of people. For this reason, it would be hard to imagine a situation in which a car brand has earned the loyalty of many people that the consumer knows (membership group) or one in which many people that the consumer knows have purchased the brand. Based on these reasons, it was determined that reference groups will have a minimal effect on purchase intentions for car brands. Thus, Hypothesis 4 should hold true.
Hypothesis 3. Among the subject luxury brands in the category of food, Conformity to Group Norms will have a direct positive effect on purchase intention for GODIVA and TORAYA only.
Hypothesis 4. Conformity to Group Norms will not have a direct effect on purchase intention for subject luxury brands in the category of cars.
Hypotheses on Avoiding Cognitive Dissonance
Cognitive dissonance theory was proposed by Festinger [31] and has been used in numerous studies on consumer behavior since then. This theory points out that if a person has two conflicting thoughts, it will cause a psychological burden. For instance, if a consumer discovers a defect with a product after making the purchase and if they discover the benefits of another product, which they didn't choose, it would cause a psychological burden. Cognitive dissonance refers to that psychological burden. If a consumer experiences cognitive dissonance, they will make an attempt to maintain cognitive consistency by altering their cognition. To do this, they might gather information on the benefits of the product they purchased or the disadvantages of the product they didn't purchase, in an effort to reduce their dissonance [21] .
Avoiding Cognitive Dissonance is believed to be an important psychological factor in the development of purchase intentions for luxury brands. This is because it is believed that the consumer's belief that "it has to be this brand," which is the ideal belief that a brand would want the consumer to have, would be reflected in the results, a notion that is consistent with the definition of cognitive dissonance. On the other hand, if a customer does not experience cognitive dissonance, it will mean that the consumer can experience a similar level of satisfaction from another brand. Such a product cannot be considered a true luxury brand.
Since the luxury food brands examined in this study are assumed to be purchased as gifts, it is expected that the products will be used in important settings in which an emphasis is placed on appearance. Therefore, it is believed that if a consumer experiences cognitive dissonance due to the inability to choose the right brand, the psychological burden caused by cognitive dissonance will be significant. In that sense it is believed that luxury foods give consumers an absolute sense of reassurance, which functions as a contributing factor in the development of purchase intentions. Thus, the following hypothesis (Hypothesis 5) should hold true.
As for car brands, considering the great risk involved in making the wrong choice due to the high cost of luxury cars or the low frequency of luxury car purchases, it is expected that purchase decisions in which there is still a possibility that the consumer will regret when choosing the brand will cause the them to feel a major psychological burden, much like luxury foods. It is believed that psychological factor of "it has to be this brand" influences purchase intentions for luxury cars. Thus, the following hypothesis (Hypothesis 6) should hold true.
Hypothesis 5. Avoiding Cognitive Dissonance will have a direct positive effect on purchase intention for subject luxury brands in the category of food.
Hypothesis 6. Avoiding Cognitive Dissonance will have a direct positive effect on purchase intention for subject luxury brands in the category of cars.
Hypotheses on Quality Evaluation
Kapfere [23] points out that luxury cars have their flaws. For FERRARI or PORSCHE, flaws such as a loud engine or limited seat space in pursuit of speed are examples of this. For ROLLS-ROYCE, an example of such a flaw would be the brand's perception as having bad taste, which is a result of its pursuit of luxury.
The average consumer will most likely think "quality of a car = speed, comfort, mileage, noise, and safety". In other words, there are many different evaluation axes for product quality. Therefore, it is believed that they do not consider luxury cars as quality cars because luxury cars sacrifice the quality of many features in pursuit of the quality of a single feature. Thus, Hypothesis 8 should hold true.
If these theories behind the hypothesis on luxury cars are applied to the food category, it would be hard to imagine a situation in the food category that would resemble cars in which the quality of certain elements of the product are sacrificed in pursuit of a particular element due to a trade off. In the case of food, the average consumer most likely thinks "quality of food = taste". It is hard to imagine that many different evaluation axes for product quality exist, as is the case with cars. Furthermore, the taste of the three subject brands in the category of food, as well as their perceived quality, have been well established. Thus, Hypothesis 7 should hold true. Hypothesis 7. Quality Evaluation will have a direct positive effect on purchase intention for subject luxury brands in the category of food.
Hypothesis 8. Quality Evaluation will not have a direct effect on purchase intention for subject luxury brands in the category of cars.
Hypothesis Tests
Overview of Questionnaires
Since this is a study on luxury brands, the participants of the questionnaires would be required to have a certain amount of income or assets. Furthermore, as a measure against participants who do not take the questionnaires seriously, the questionnaires were designed in a way to prevent inappropriate answers. A detailed overview of the Questionnaires is shown in Table 4 . In the end, 500 sample questionnaires (250 males and 250 females) were collected.
The Hypothesis Tests
Next, a reliability analysis on the questionnaire results (see Table 3 ) was performed for each psychological factor. The results showed Cronbach's alpha coefficients ranging between 0.384 and 0.873. Oshio [32] states that, although there are no clear standards for Cronbach's alpha coefficient figures, a coefficient of over 0.70 or 0.80 is considered high, and the results need to be reexamined if the coefficients are below 0.50. Therefore, to ensure the validity of the results, Q FOOD-3 , Q FOOD-6 , Q FOOD-7 , Q CAR-3 , Q CAR-6 , Q CAR-7 , and Q CAR-12 were removed from the equation. This resulted in Cronbach's alpha coefficients ranging between 0.531 and 0.873. Next, since the range of the Cronbach's alpha coefficients exceeded the minimum (0.50), which Oshio [32] suggested, a multiple regression analysis was performed by using the multiple regression model equation shown in Section 3-3 and the results are shown in Table 5 . The results of the hypothesis tests are shown in Table 6 . Table 7 provides a Summary of these results. In the table, a circle indicates that the results of the standard partial regression coefficients (see the result of multiple regression analysis in Table 5 ) showed a significant correlation in at least two of the three subject brands for each product category. Moreover, a double circle indicates that the standard partial regression coefficients showed a significant correlation in all three subject brands and that the psychological factors for all three brands resulted in higher figures than the other psychological factors. The results of this study suggest the following: 1) Differentiation from Others is an important factor in developing purchase intentions for both food and car luxury brands and is a particularly important factor for cars; 2) Conformity to Group Norms is not an important factor in developing purchase intentions for both food and car luxury brands in which consumers continue to feel a sense of rarity; 3) Avoiding Cognitive Dissonance is an important factor in developing purchase intentions for both food and car luxury brands; 4) Quality Evaluation is an important factor in developing purchase intentions for food luxury brands only.
Conclusions
The results suggested that luxury brand strategies can be applied to the category of food (a product category that was not generally thought of in the past as a product category in which luxury brand strategies can be applied), just as they can be applied to cars. This study also demonstrated which psychological factors should re-ceive particular attention when coming up with strategies for luxury food brands. These are the contributions offered by this study.
However, the study lacks an important focal point: consumer personality traits. It goes without saying that a discussion on the effect of psychological factors on the development of purchase intentions without discussing personality traits, a psychological mechanism that is different for each person, would be incomplete. In order to make the study more exhaustive, there is a need to demonstrate how the results of this study would be different for each personality trait among consumers. This issue will be explored in future studies.
